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Abstract
This paper investigates the relationship between social factors, personality factors, and the consumers’ purchase intention of loud 
and quiet luxury brands in the context of Malaysia. In particular, this study aims to obtain insights into the consumers’ intention
of purchasing two types of luxury brands: loud (having conspicuous logos and signatures that are not clear or eye-catching) and 
quiet (having discrete logos and badges that are not clearly embalmed or easily noticeable). A survey questionnaire was 
administered to 190 participants from different walks of life. The results of data analysis revealed that Malaysian consumers were 
brand conscious. The findings suggest that the loud luxury buyers intend to impress others by following fashion and new trends, 
whereas the quiet luxury buyers prefer to feel a sense of accomplishment and social recognition through having finer possessions
in life. At the end, the implications for brand managers are discussed, and recommendations for future research are offered.
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1. Introduction
Luxury has been defined as anything that extends beyond an individual’s bare necessities, and something 
which is generally associated with the affluent and rich (Ward & Chiari, 2008). The crave for luxurious supplies
is not only linked to our physiological needs but also related to our cultural needs that change according to the
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era in which we live in (Ward & Chiari, 2008). Lipovetsky (2007) argued that what satisfies individuals’ egocentric 
desires is material luxury not the ideological luxury, which is responsible for meeting the moral and intellectual 
needs. The study of Han et al. (2010) discovered that wealthy consumers who are in low need to show their 
status pay an elevated price for quiet brands, whereas the affluent with high need of status buy loud luxury items to 
distance themselves from the less affluent people; and finally the less well-off consumers who are high in need for
status use loud counterfeit goods to associate with the more affluent groups. However, some consumers can lead a
luxury life and have a strong social status and are practicing it, but they are not showing off their wealth and
affordability in purchasing an upscale brand or swanky item. On the contrary, the parvenus use goods with loud
and big logos to show off their possessions’ brands and to signal to the other groups, below and above, that they 
are distinct from them (Han et al., 2010).
Previous research on luxury brands ( e . g . ,  Han et al. 2010) focused on the consumers’ associate or dissociate
manners in purchasing brands, ignoring the purchase attitudes and intentions of buying loud or quiet luxury brands.
However, the purpose of this study is to investigate how social and personality factors influence consumers’ 
attitudes towards luxury brands in Malaysia, and how these two sets of variables influence the purchase intentions
of loud and quiet luxury brands. The rationale for surveying the consumer behaviour is to find out the likely reasons
for the consumers’ preferences and choices of buying luxury brands. In this study, the logoed items are the
luxury brands and products with big logos and badges that can be easily seen and recognized by observers;
hence referred to as loud brands. Non-logoed items or brands, on the other hand, refer to the luxury products with
brands, logos, or badges that are not simply visible or noticeable. These products are called quiet brands hereafter.
2. Literature Review
Consumers are generally more inclined to buy fashionable luxury goods (Tom et al., 1998), and they feel 
special in owning a luxury item (Synovate, 2010). Having a luxury brand brings good feelings to the owner, and it
is also pleasurable to show it off to others in the community (Synovate, 2010). Living in a commercial society and
having a good feel factor for obtaining luxury brands echo the influence of social factors on individuals’
purchasing choices. The consumers’ attitudes towards buying luxury brands can be influenced by a number of
factors. Two groups of these factors exist in the literature: social factors such as information susceptibility, normative
susceptibility and collectivism; and personality factors such as personal gratification, status consumption, novelty
seeking, and brand conscious.
Ang et al. (2001) defined social influence as the effect other people have on an individual consumer’s behaviour.
The extent to which consumers’ attitudes are affected by the social pressure depends on their susceptibility 
(Ang et al., 2001). Simply put, consumers’ susceptibility to the social pressure can force them to buy an item. 
Consumer susceptibility was described as a need to identify with the more affluent and to improve ones’ public 
image in the eyes’ of more significant people, including family members or close freinds (Bearden et al., 1989). This 
need is met by the acquisition and use of items and goods, the willingness to conform to the expectations of others 
regarding purchasing decisions, and the tendency to learn about products by observing others or looking for 
information from them.
There are two forms of consumer susceptibility to social influence; informational susceptibility and normative 
susceptibility (Bearden et al., 1989; Wang et al., 2005). Informative susceptibility to the social influence occurs when 
the buying behaviour derives from the professional opinion of others. Such cases take place when the quality and the 
wise purchasing decisions are dependent on the view of others; or in situations in which consumers lack knowledge 
of the product category (Ang et al., 2001; Wang et al., 2005). Normative susceptibility, on the other hand, is the 
buying behaviour that is derived from the expectation of what would impress others, not based on others’ opinions
(Ang et al., 2001; Wang et al., 2005). As self-image plays an important role in making a purchase decision, buying 
quiet or loud brands are relatively crucial factors in the final decision because individuals live in a community that 
enforces upon them the pressure to build up an image of themselves. Hence, it is assumed that there is a relationship 
between purchasing logoed items and having a positive social image. By the same token, consumers with higher 
susceptibility to social influence may display negative attitudes toward non-logoed items and instead buy logoed 
items. It could be then argued that high susceptibility to the social influences brings more loud brands than quiet 
brands to the consumers’ closet.
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However, the significance of in-group acceptance, reflected in the idea of collectivism, cannot be overlooked 
because it is interwoven with the values such as security, good social and personalized relationship, as well as the
in-group harmony (Schwartz, 1994; Triandis, 1995). For example, it has been observed that Thailand and
Singapore are collectivist-oriented nations, whereas Australia and the USA are individualist-oriented nations
(Kongsompong, Green, & Paterson, 2009). Since Singapore and Thailand are very close to Malaysia in terms
of cultural values and norms (see Burns & Brady, 1992; Bochner, 1994), Malaysia, too, represents a collectivist
culture. Therefore, it is presumed that purchasing logoed items, which have a positive social image on the buyer,
is an indication of the attitudes and intentions of the collectivist-oriented consumers. 
As far as the personality factors are concerned, it is assumed that people who have the tendency to exhibit their
personal achievements to the public will carry big logo items or loud brands in order to attain social recognition
and enjoy attention and attraction from other people. Ang et al. (2001) and Wang et al. (2005) defined personal
gratification as the need for a sense of accomplishment, social recognition and the feeling of joy for having the
finer possessions in life. It could be argued that consumers with low personal gratification will buy logoed or loud
brands to garner the social recognition in the public while those who own higher level of personal gratification will 
consume non-logoed items or quiet luxury brands. Furthermore, people often consume products to demonstrate the
superiority of their status to themselves and others, a trait known as status consumption (Packard, 1959; Mason,
1981, 1992). However, it is less likely to assume that only the wealthy are prone to status consumption (Eastman et
al., 1997; Freedman, 1991; Miller, 1991; Shipman, 2004). Eastman et al. (1997), for example, discovered that status
consumption is attributed to the consumers who are seeking self-satisfaction and a desire to display their status to
the surrounding others.
From the psychological point of view, those consumers who are seeking diversity and variation would probably
enjoy attention and attraction from the public. This interest in hunting for diversity and difference is called
novelty seeking (Hawkins et al., 1980; Wang et al., 2005), which was found to be a significant factor in purchasing
pirated software in students (Wee et al., 1995). Therefore, it is supposed that novelty seekers have positive
intentions in buying more loud luxury brands than quiet brands. In addition, Kapferer (1985) asserted that brand
sensitivity is another factor that affects consumers’ attitudes towards buying luxury brands. Brand sensitivity is
an individual status that plays a significant role in the psychological process that leads to purchasing decision
(Lachance et al., 2003).
This study contributes to the better understanding of consumers’ attitudes and intentions towards logoed or non-
logoed items, or loud and quiet brands, in the luxury market from both theoretical and practical perspectives. From 
the theoretical perspective, this study determines whether social factors and personality factors are involved in the 
consumers’ decision-making process of buying quiet or loud luxury brands. In addition, it enhances the 
understanding of the role of Malaysian culture and its residents’ value system and norms in purchasing high valued 
items. Practically, this study could assist the luxury brand owners in their decisions in terms of choosing the medium 
of a newly launched products; selecting a new strategy in the marketing and branding of their existing products;
learning their customers’ preference in buying branded products; and increasing or decreasing the exposure of their 
products logos for their customers in order to maximize the benefits for the firm, shoppers, and the society as a 
whole.
Since there is scarcity of research on the purchasing decision of loud and quiet brands, particularly in the luxury
market (Han et al., 2010) in Malaysia, this study is an attempt to understand the purchase attitudes and motives of
consumers in purchasing logoed and non-logoed luxury brands. In other words, this study investigates the 
consumers’ intention, behavior, and mindset in buying loud and quiet luxury brands. The design of this study 
intends to answer the following two research questions:
1. Is there any relationship between social factors and the purchase intention of loud and quiet luxury brands?
2. Is there any relationship between personality factors and the purchase intention of loud and quiet luxury
brands?
3. Method
3.1. Participants
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A total of 190 participants (63.2% females and 36.8% males) from Kuala Lumpur participated in this study. The 
participants were mostly 18-year and above from various institutions and organizations. Some participants were 
also self-employed and retirees who seemed to have a decent income and purchasing power. In order to obtain 
quick and efficient data, the convenience sampling method was chosen. That is, the required data was collected 
from the members of population who were conveniently available to the researchers. This study also took into 
consideration the participants or consumers from different age groups, ethnic groups, education levels, occupations,
and income levels, which are described under the demographic background of the participants in Table 1.
Table 1. Demographic background of the partcipants 
Variable Category Frequency Percent
Gender Male 70 36.8
Female 120 63.2
Marital status Single 109 57.4
Married 78 41.1
Single parent 3 1.6
Age group 18-22 22 11.6
23 -30 96 50.5
31 – 40 44 23.2
41 – 50 22 11.6
51 – 60 6 3.2
Citizenship Malaysia 125 65.8
International 65 34.2
Country of residence Malaysia 157 82.6
International 33 17.4
Ethnicity Malay 63 33.2
Chinese 42 22.1
Indian 19 10.0
Others 66 34.7
Education level Professional 13 6.8
Post Graduate 83 43.7
Bachelor 79 41.6
Diploma 13 6.8
Secondary School (SPM) 2 1.1
Occupation Managerial (CEO, CFO) 24 12.6
Executive Level 53 27.9
Supervisory 3 1.6
Technical 12 6.3
Self-employed 5 2.6
Government Sector 6 3.2
Clerical 2 1.1
Sales 5 2.6
Student 54 28.4
Housewife 6 3.2
Others 20 10.5
Income level Below RM 2000 47 24.7
RM 2000 – 4000 67 35.3
RM 4001 – 6000 28 14.7
RM 6001 – 8000 15 7.9
RM 8001 – 10000 11 5.8
Above RM 1000 22 11.6
3.2. Data collection instrument and procedure 
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A questionnaire was adapted and prepared based on the previous research in literature (see Baek et al., 2010; 
Bearden et al., 1989; Han et al., 2010; Kongsompong et al., 2009; Eastman et al., 1997; Wee at al., 1995; Zeithmal,
Berry & Parasuraman, 1996). This survey comprised of 60 items that was designed in five parts: price recognition,
brand selection, luxury purchase, purchase behaviour, and demographic background, respectively (see Table 2).
Table 2. Questionnaire design and description
Section Description Function Question types
Price recognition
(Female section, Part 1)
Ranking handbags according 
to the prices
Recognizing price knowledge 6 handbags once without
brand name and once with
their brands written
Brand selection
(Female section, Part 2)
Selecting branded items based 
on preference
Observing the attitudes and 
preference
3 pairs of handbags and
sunglasses with brand names
written
Price recognition
(Male section, Part 1)
Selecting the most expensive 
watch
Recognizing price knowledge Two watches with brand
names written
Brand selection
(Male section, Part 2)
Selecting branded items based 
on preference
Observing the attitudes and 
preference
3 pairs of travel bags, t-shirt 
and shoes with brand names 
written
Luxury purchase
(Common section, Part 3)
Selecting favourite brand, 
frequency of visiting luxury 
stores and reason for
purchasing brands
Observing the thought 
process before shopping
Multiple choice questions on 
favourite brands, purchase 
frequency and motive
Purchase behaviour
(Common section, Part 4)
Purchasing behaviour
Questions
Measuring the shopping 
behavior
Seven questions based on
Likert Scale from strongly 
agree to strongly disagree
Demographic background
(Common section, Part 5)
Characteristics and
demographic
Measuring the characteristics Questions on gender, age,
education, income, etc.
Since it did not make sense to ask men to tell the price of women’s handbags and vice versa, the same 
questions were used for both genders but with different male and female items. The final selection of these items 
were made by searching through the websites of some famous brands, such as Louis Vuitton, Gucci and Coach, 
and by visiting their branches in Kuala Lumpur. As for the selection of loud and quiet brands, shop managers of 
the above-mentioned brands were consulted and some of friends and co-workers also helped to finalize these 
items for the questionnaire questions. There were some criteria in selecting the loud and quiet brands such as brand 
prominence and several control variables such as the material and size of the bags. For instance, the primary
materials in bags were fabric (e.g., denim and canvas) and leather. The judgment criteria were to select the items that 
have the same look, feel, and material to eliminate respondents’ bias toward a certain item.
For example, the first section for females included six attractive pictures of both quiet and loud brands of 
luxury women handbags from Louis Vuitton, Gucci and Coach. At first, respondents were asked to rank the 
pictures according to the prices, while there were no names provided for the items. The second part was the 
same question with the same pictures; however, the names of brands were provided this time, and the 
respondents were required to rank the handbags according to their prices from one (the least expensive) to six 
(the most expensive). It was presumed that respondents who knew brands well and were more accustomed to 
distinguishing traits of luxury goods could better recognize products and their prices without the need for 
conspicuous brand displays. In contrast, the respondents who were unfamiliar with the brands could not 
recognize the subtle cues and therefore would require loud signals to recognize a brand and the connotations of 
status. However, the first section of the questionnaire for males consisted of two images of watches: one Rolex 
and one Patek Philippe. The respondents were asked to tick more expensive item. It was assumed that the brand 
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knowers would be aware that Patek Philippe watch, which was a quiet brand, was more expensive than Rolex, 
while the respondents who did not know that the watch was a quiet brand would tick Rolex more expensive.
When the questionnaire was prepared, a pilot study was conducted to ensure the reliability of the items in terms 
of their potential to measure the Malaysian consumers’ perceptions and attitudes of purchasing quiet and loud
luxury brands. Based on the results of the pilot study, some of the items were eliminated. After finalizing the 
survey, two researchers, who were blind to the concepts of loud and quiet luxury brands, were contracted to
administer the survey to the residents of Federal Territory of Malaysia, Klang Valley. This included visiting two
upscale shopping districts known as Midvalley and Pavilion, which usually attract shoppers from different age 
groups and genders. The survey was administered on both weekdays and weekends.
3.3. Data Analysis
Descriptive analysis and multiple regressions were carried out to analyze the collected data from the 
questionnaire. As the requirements for running multiple regressions analysis (Tabachnick & Fidell, 2001), the tests 
of Multicollinearity, Normality, Outliers, Heterogeneity, and Linearity and Independence of Residuals were 
conducted to discover the relationship between the dependent variable and seven independent variables. The results
of these tests revealed that most of correlations were lower than 0.8, and the data were normally distributed and 
concentrated in the centre of histogrmas, indicating that the requirements for conducting multiple regressions 
analysis were met. In order to respond to the research questions, the results of the study are discussed and 
interpreted in the following sections.
4. Results
Table 3 shows the Coefficients values of both quiet and loud luxury brands. The Beta value demonstrates the 
degree by which the variables contributed to the prediction of the dependent variable, here the consumers’ 
purchase intentions of quiet or loud luxury brands. Regardless of its positive or negative amounts, the variable 
with the largest value shows the one with the strongest contribution in predicting and explaining the dependent 
variable. The regression analysis of the collected data revealed that the largest Beta of the single independent 
variables was brand conscious of loud brands (0.496), followed by novelty seeking of loud brands (0.320), 
brand conscious of quiet brands (0.320), normative susceptibility of loud brands (0.271), personal gratification 
of quiet brands (0.223), information susceptibility of loud brands (0.167), novelty seeking of quiet brands 
(0.165), and finally information susceptibility of quiet brands (0.141), respectively. This shows that the 
purchase intention of loud luxury brands did not show a significant relationship with informative susceptibility, 
collectivism, and status consumption, whereas it correlated significantly with other independent variables.
The results indicated that even though the information susceptibility of loud brand buyers could help explain
the variance of the dependent variable, it did not have a significant P value (0.1 < 0.106). The B value also
disclosed that the information susceptibility of loud brand buyers was higher than the quiet brand buyers. This
revealed that consumers who bought loud brands had higher information susceptibility than the quiet brand
buyers, though the P value of these two were not significant. The results, however, demonstrated that there was a 
significant relationship between normative susceptibility and the purchase intention of loud luxury brands. That is, 
the P value of 0.023 for loud brand buyers was less than 0.1, and the B value of loud brand buyers was 0.213, 
which was much higher than that of quiet brand buyers (0.071). This suggests that higher normative susceptibility
could lead to the purchase intention of loud brands rather than quiet brands. As for the collectivism and purchase 
intention of loud luxury brands, the analysis of the data did not yield a significant relationship between these two 
variables. The Beta Coefficient for both quiet and loud was almost the same (0.0.98 and 0.87, respectively). Also,
the B value of both loud and quiet brands was not big, implying that there was no relationship between
collectivism and the purchase intention of loud or quiet brands; therefore, collectivism did not have any impact on
the purchase intention of luxury brands.
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Table 3. Multiple regressions analysis
Regarding the psychological factors, the regression analysis showed that the quiet brand buyers had a stronger
B value (0.257) of personal gratification than the loud brand buyers (0.060). In addition, the higher Beta
coefficient of quiet brand buyers (0.223) indicated the strong contribution of personal gratification in predicting
the purchase intention of quiet brand buying behaviour. From the significant P value of quiet brand buyers
(0.013), it could be concluded that these buyers had stronger and higher personal gratification than the loud brand
buyers. However, the results demonstrated that the P value of status consumption for both loud and quiet luxury
brands was more than 0.1, and thus their relationship was not significant. This means that status consumption does
not have any association with the purchase intention of neither loud nor quiet brands.
The results also indicated that novelty seeking of loud buyers had a higher Beta Coefficient value (0.320) than 
quiet buyers (0.165), which suggests a significant contribution of novelty seeking in purchasing loud luxury
brands. The B value of novelty seeking of loud buyer consumers was 0.259 compared to that of 0.139 for the quiet
buyer consumers. This small P value of loud buyers rendered the relationship between two variables quite
significant. Therefore, it could be concluded that the more novelty seeking consumers were, the more they were
loud buyers. Finally, the regression analysis of brand conscious showed that Beta Coefficient of quiet buyer was
0.320, which means that brand conscious had a significant contribution in explaining the purchasing of quiet
luxury brands. The B value (0.283) of the quiet consumer buyers with a P value of 0.003 also indicated a significant
relationship. That is, consumers of quiet luxury brands were brand conscious. This proved the fact that even quiet
buyer consumers had a positive tendency towards the branded products; hence they wore luxury branded products,
though hardly bear any logos or badges.
5. Conclusion
The current research was conducted based on the research of Phau and Teah (2009) and Han et al. (2010): the
former addressed counterfeiting of luxury goods and the latter focused on the luxury behaviour of consumers
in the United States. However, this research was carried out in Malaysia, where consumers had different cultural 
background and consuming attitudes. This study endeavoured to explore the attitudes and intentions of consumers’
luxury behavior in Malaysia. The findings proved that social and personality factors have a significant
relationship with the purchase intention of the loud and quiet luxury brands.
Coefficientsa
Model Purchase Intention
Unstandardized Coefficients
Standardized 
Coefficients
t Sig.B Std. Error Beta
(Constant) Quiet .361 .597 .604 .547
Loud 1.979 .573 3.453 .001
Information susceptibility Quiet .107 .076 .141 1.407 .163
Loud .126 .077 .167 1.636 .106
Normative susceptibility Quiet -.071 .087 -.093 -.813 .418
Loud -.213 .091 -.271 -2.328 .023
Collectivism Quiet .097 .083 .098 1.177 .242
Loud .083 .091 .087 .912 .365
Personal gratification Quiet .257 .101 .223 2.537 .013
Loud -.060 .100 -.057 -.602 .549
Status consumption Quiet .084 .085 .111 .986 .327
Loud -.013 .088 -.017 -.149 .882
Novelty seeking Quiet .139 .076 .165 1.836 .069
Loud .259 .090 .320 2.893 .005
Brand conscious Quiet .283 .093 .320 3.055 .003
Loud .398 .095 .496 4.173 .000
Social factors Quiet .401 .102 .362 3.945 .000
Loud .288 .110 .276 2.613 .011
Personality factors Quiet .747 .095 .612 7.860 .000
Loud .656 .095 .603 6.889 .000
a. Dependent variable: Purchase intention
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Since the results showed that normative susceptibility influenced consumers in Malaysia in buying loud brands,
it could be concluded that people make purchase decisions based on what would impress others. In addition,
information susceptibility, as seeking the expert opinion of others to purchase luxury brands, did not show any
relationship with the purchase intention of loud brands. Contrary to the findings of research conducted by Ang et
al. (2001) and Wang et al. (2005), collectivism, as a component of social factors, did not show any association
with the purchase intention of neither loud nor quiet brands. This can be resulted from the impacts of 
globalization and individualism culture that have recently crept into the Malaysian society. This suggests that the
marketing efforts of luxury brands in this context should focus more on the individualist values rather than group
values, though it is still premature to generalize these findings to other urban places in this country.
Personal gratification was also in association with the purchase intention of the quiet brands. This indicates that
Malaysian consumers who desire social recognition and a sense of accomplishment do not wear loud brands and
have negative attitudes towards purchasing loud brands to show off their possissions. Although status consumption
did not seem to have a relationship with the purchase intention of both loud and quiet brands, novelty seeking had
a significant relationship with the purchase intention of loud brands. This suggests that consumers in Malaysia
have a great tendency to experience new products and keep up with fashion and new trends, especially those with
big logos. Furthermore, the findings proved that consumers in Malaysia were brand conscious. Regardless of
buying loud or quiet brands, the participants reported that branded products were a concern for them, and they 
wanted to wear branded luxury products to show off the conspicuous logo, whereas others tried to wear a subtle
one. Therefore, it seems that there are three main reasons for the participants’ intention of buying a branded
product: the quality of the product, its unique design, and the brand reputation. The findings about the purchase
motive were also aligned with the brand conscious results. This could be a benchmark for luxury brand owners in
Malaysia to focus on the quality of their products, as well as their unique designs, in order to cater for the
consumers’ feelings of authenticity and dreams.
Overall, the findings of this research could inform luxury brand owners in Malaysia to find out whether the
motivations of loud and quiet luxury buyers are affected by the social factors or personality factors. Impressing
others, keeping up with the fads and unique designs, and wearing branded items appered to be the intentions of loud
luxury buyers in Malaysia; however, the high sense of accomplishment, social recognition, and the pleasure of
owning the finer things in life, such as luxury branded products and wearing branded items, were the motivations
of the quiet brands consumers. Last but not least, the findings of this research could inform the brand owners
and marketers of coming up with effective strategies to build up exclusive design and quality products with both
noticeable conspicuous logos and quiet undistinguishable logos, which cater for both axes of the market. The
findings could have also further implications for the brand managers to:
1. Manufacture both loud and quiet brands that target both types of consumers together. This could be 
achieved by making a logo to be both prominently displayed and subtly branded so that they can vary prices
within the same product line.
2. Put more emphasis on the style, design, quality, and appearance of the products.
3. Learn that consumers keep up with fashion, have strong desire in impressing others, and are in favour of new
designs and quality products.
4. Offer a mixture of both loud and quiet items to satisfy consumption-related needs for impression.
5. Set up moving forward strategies in marketing approaches that target the existing and prospective customers 
aptly.
This study also offers several recommendations for future inquiry. Further research should examine buyers’ 
motivation and attitudes in purchasing the branded items by employing open-ended questions and a sample size that 
is selected more randomly from different parts of the market. Future studies could also consider more social and 
personality factors while investigating the purchase intention of luxury brand buyers.
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